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BCN-CAT without
forgetting Spain
In a face-to-face meeting, two Catalan intellectuals tackle the issue
of the Barcelona brand as opposed to the Catalonia brand, and vice
versa. Ferran Mascarell, a historian and former politician related
with the Catalan socialist party, tackles the topic from the huge
discussion opened in political terms. Enric Marín, a communication
theoretician and current president of the Catalan Audiovisual Media
Corporation (CCMA), does not focus it in economic terms either.
Being close to Esquerra Republicana party, Mr Marín also ends up
talking of Spain. It is the sign of the time. While the questions
intend to state if the attraction, the intangibles associated to a given
origin and country are a relevant item for competitiveness, both
interviewees keep talking around the core of the political debate:
Catalonia-Spain. The current agenda is too present.
XAVIER SALVADOR
Conversation with Enric Marín and 
Ferran Mascarell
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What does identity mean in a global world? Is
there a different identity between Barcelona and
Catalonia? What are other countries doing in a
similar situation? This is the purpose of this dis-
cussion with these two participants. Mr Mascarell
and Mr Marín finally speak out cryptically in a
packed face-to-face conversation with no room
for half-way statements nor opposed positions.
Perhaps out of their character or because both
hold high positions in media companies and
projects, the conversation permanently goes
along metaphors, resorting to history to relate to
the present. It is a path set out by two experts
in dialectic fencing with a strong nationalist
commitment while keeping everything subtle.
What are the properties of the Catalonia brand?
Ferran Mascarell (FM): I would identify the
Catalonia brand with creativity. There is a second
component that is civility, long-standing
democratic tradition. Perhaps we could add
innovation, especially from a business perspec-
tive. There are other minor ones linking to that.
FC Barcelona is a brand, a brand factor, when you
travel around the world, Barça is a brand of
Catalonia. And so is Barcelona, its capital.
Enric Marín (EM): It may surprise that Ferran
says that the Barcelona subbrand can strengthen
the Catalonia brand, but this brings us to a
previous discussion, which I believe is not solved,
namely that of internal and external coexistence
of the Catalonia and Barcelona brands. This has
been envisaged as an opposition for decades, but
I believe it has been overcome by now. It had
some reason in being historical but it does not
exist anymore. A certain macrocephaly was
created from the late 18th century, and Barcelona
made more than a third of Catalonia’s population
by the 1930s. Now it is more than two thirds.
Precisely because of that history, the Lliga
Regionalista party and the Noucentisme move-
ment took the Catalonia city concept in the turn
to the 20th century, which in fact is an earlier
concept arisen from federalist and popular
circles, but the Lliga got hold of it and defined
the Catalonia city utopia. My feeling is that
this utopia formulated by Noucentisme in a
systematic and consistent way has not become
true by now. When we talk of Catalonia we only
can talk of a regionally planned whole that is
completed by means of communication networks.
From this perspective, I defend an association of
the BCN and CAT brands. Our situation is similar
to that of Holland, where nobody thinks of
discussing what comes first, Amsterdam,
Rotterdam or Holland. There is simply a very
powerful metropolitan reality eventually merging
with the country. Once Girona is twenty-five
minutes away from Barcelona by train, the
resulting flow (Girona, Tarragona and Lleida) will
eventually have this come true: Catalonia as a big
city with a very powerful heart.
«We need to combine the definition
of Barcelona-Catalonia as the core of
a very powerful European region. If
we don’t do it, we are a bit lost», 
Mr Marín says.
This connects with another story. We should get
used to define Catalonia’s reality from a certain
variable geometry. We can talk of Catalonia as a
very straightforward political and administrative
reality: the four provinces, the districts, the
autonomous region. But we know that the
Catalan culture goes beyond this reality and we
therefore should not have any major problems in
talking of that. And we also know that we have
Barcelona, the metropolitan area with its four
million inhabitants at the core of a much larger
economic region. We need to combine the
definition of Barcelona-Catalonia as the core of a
very powerful European region, precisely one of
those with the brightest future, with Barcelona as
the cultural capital of a region going beyond the
political and administrative reality that is
Catalonia. If we don’t do it, we are a bit lost.
Having said that, I come back to the beginning: it
is fundamental that the BCN brand eventually
acquires a national contents, otherwise it seems a
city suspended amidst the world, and it is very
important that the CAT brand becomes stronger
by associating with the BCN brand.
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FM: The Catalan economy should focus on four
or five industries with a strong future potential
and well oriented along the lines I said before
(creativity, innovation, design, talent…).
Biomedicine, urban planning, urban
management, audiovisuals (a global industry) and
design, understood as working with the product
and bringing in quality. A least I have the feeling
that these areas have room to become key
economic strategic domains.
The discussion we are having is the consequence
of political fiction. That is, a big political mistake,
which was creating a conflict between Catalonia
and Barcelona in the 1980s. Placing a capital and
a country in conflicting relations is quite an
unheard thing few countries do, and least
countries like ours, which is characterised for
not having an own state behind. Placing this
issue on the political agenda created a prejudice
that is still around based on the very question,
and we have been discussing this for a quarter
of a century.
To Ferran Mascarell, «creating a
conflict between Catalonia and
Barcelona in the 1980s was a big
political mistake. Placing a capital
and a country in conflicting relations
is quite an unheard thing few
countries do, and least a country with
no own state behind.»
This cooperation is indispensable. Nations work
and articulate in many ways, but there are many
that emerge around a big city. Barcelona is one
of Europe’s historical cities with the longest
history. Around Barcelona is an identified
market and around this market an identified
language. It is the sum of language, market and
city what articulates a nation. And we shall not
be ashamed of identifying Catalan nation-build-
ing with this epicentre, which is not the only
one, which is a market. We should get rid of our
shame. I am not from Barcelona but I am a big
supporter of it. During the 19th century,
Catalanism, the reconstruction of the nation
after 1714 was an essentially Barcelona
phenomenon, and we shouldn’t be ashamed of
that. It were the Barcelona elites who brought
forward the idea of «we are a nation». Why
should a country be ashamed of the densifying
role and function capitals usually have all over
the places? What do capital cities do? They
essentially create a symbolic and community
value. This is the function of Paris, London,
Rome… This function anguishes us out of politi-
cal prejudice, I repeat, we have been dragging
along for twenty-five years. The people from the
Lliga, the Lliga youths didn’t have this prejudice.
When they seized power in the provincial coun-
cils they basically went to Catalan villages
saying three things: we need to make electrical
power, we need to build libraries and we need a
big capital. And they were not ashamed of it,
they went for a big capital because they knew
that a nation without a big capital is a nation
with disadvantages and difficulties.
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To Mr Mascarell, we shall not be ashamed of
identifying Catalan nation-building with Barcelona.
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Prejudice against the capital is artificial, political
and politically profitable in certain areas. In my
opinion, a capital and a country are two
absolutely entangled pieces, and mere doubt
harms both the country and the capital. Except
Catalans, there is almost nobody in Spain chal-
lenging Madrid as the capital. There is almost
nobody in France challenging Paris as the capital.
There are countries that have been able to articu-
late two capitals without making a drama out of
it. In Spain it is. Hence Barcelona being a capital
should be the main asset of the whole Catalan
nation. As a Catalan I experienced the most
unpleasant time in the discussion about water
supply, when you went talking about any subject
to Girona or Lleida and you were told: «You
people from Barcelona, get a life with water!»
This is a harmful prejudice for the country. This
prejudice between country and capital is very
negative. Catalonia needs a big capital. And I
add, under the current circumstances this is
already palpable. The Noucentista Catalonia city
has become the Catalonia cities, a nation essen-
tially made of cities. Let’s get the prejudice right
and let’s get the reality right, accepting what it
already is.
Mr Marín believes that «what gives
FC Barcelona its strength in the world
is that there is not only a city but also
a country, a flag, an identification
behind. Let’s not be shy: let’s dare to
identify the big city brand with that of
the country.»
EM: In fact, Catalonia is one of Europe’s most
urban areas.
FM: How is this Catalonia-capital reality
conceivable without considering this relation
between cities? Girona, Reus, Tarragona, Man-
resa, etc. are perfectly deployed cities and the
Catalan space is globally the capital as it is an
interaction that does not matter how we see it if
we look at it from the satellite, based on the
perspective of these non-urban spaces within the
city grid. Catalonia is a city.
EM: I would add, thinking of the future and
globalisation, that it is obvious that we are
walking towards a scenario with international
nodes at which business and culture will concen-
trate, being a political reality. We have to aspire to
become one of these nodes, we need to exist in
this global reality, we cannot be a subnode, we
need to be a node in there. And we cannot do it if
we haven’t a well structured reality that is a very
powerful metropolitan Barcelona with an interna-
tional visibility, a Catalonia city in this modern
sense of network of perfectly balanced and inte-
grated cities acting in a consistent manner. And
these two systems are the centre of an expanding
economic region. This is the starting point.
Sorry about insisting on bringing the discussion
back to this subject, but building the brand of
Catalonia city or Catalonia nation as an eco-
nomic value is not making progress as quickly
as the Barcelona brand did, which is much bet-
ter under way.
EM: The basic problem has been the prejudice,
the mistake Ferran referred to. When talking of
the properties of the Catalonia brand, there is one
that seems redundant but is very important and
will become more so in globalisation: a perfectly
defined identity. Far from being a problem,
Catalonia’s identity language will increasingly
allow to be recognised in a global setting, so we
shall not have much problems in acknowledging
an identity as an attribute. You do not melt within
a global magma but there is a reference allowing
you to be recognised. I don’t want to oversimplify,
but FC Barcelona has done one thing marking
the path: when it goes abroad it is Barcelona and
Catalonia, both things together. What gives
FC Barcelona its strength in the world is that
there is not only a city but also a country, a flag,
an identification behind. As I said in the
beginning, let’s not be shy: let’s dare to identify
the big city brand with that of the country. To me
it’s as simple as that. Considering the interna-
tional recognition the Barcelona brand has been
earning since 1990, when it really started getting
prepared for the Olympic Games, we need to use
it to do what FC Barcelona does: having
Barcelona and Catalonia always go hand in hand.
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FM: The reason for the slowness of the Catalonia
brand is that it is corseted by romantic prejudice
going along with it. It’s a romantic prejudice
Barcelona hasn’t suffered. What do I mean by
that? A non-romantic nation, brand or identity
works along three lines; a romantic one along a
single line. The latter works along the past. The
non-romantic works based on good assimilation
of the past in the most plural, diverse and
knowledgeable way possible; then there is the
social pact and present policy: who we are and
how we live taking the best from it; and third
comes the future.
To Mr Mascarell, «the reason for the
slowness of the Catalonia brand is
that it is corseted by romantic
prejudice going along with it, which
Barcelona hasn’t suffered.»
The future is fashionable, but people in Catalonia
think very little of the future. A small country like
Catalonia needs an intensive project for the
future. Our main concern should be the future,
as occurs with the Taiwanese: what do we want
to do in the context of this European metropoli-
tan region, what place do we want to take, what
economic focuses do we place first? I quoted
some before, but it will not occur just for the
sake of it.
It’s about taking advantage or not of urban man-
agement and taking the Barcelona value and turn
it into a Catalonia asset to place it in the world
economy and doing the same with biomedicine
or whatever. The future, the imagery we all
deploy of how we work, how we are embedded
in the planet, how we set the main and the
secondary focus… all this imagery needs to be
built. I often say that what occurs in this country
of ours is that it is missing a future story and you
can govern it very nicely, but without a future
story you govern in a criss-cross way or not at full
steam. The problem with the slowness of the Cat-
alonia brand is a problem of difficulty, of constric-
tion towards the own identity, of thinking that
the identity is forged by looking backwards. No,
the identity is forged looking into the past,
negotiating the present and projecting the future.
EM: This is an emerging country, so any analysis
we do, either demographic, economic or of
metropolitan consolidation, shows a very
dynamic and emerging country. But the difficulty
in fitting Catalonia into Spain – which is the topic
that has taken the whole political agenda in the
last seven years since the discussion on the
Autonomy Statute began, which is not over
yet – has created a feeling of disorientation and
not knowing where we are going to. As this
discussion is not solved it is very difficult to
imagine how the future will be like. And then
there is a contradiction between a country
emerging in Europe and a certain disappointment
over uncertainty about the country’s political
future. This is delaying excessively the idea of
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«The difficulty in fitting Catalonia into Spain
has created a feeling of not knowing where we are
going to», Enric Marín asserts.
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what we want to be when we grow up, how this
country will be like in twenty years. And this is
weakening the Catalonia brand.
The Barcelona brand developed internationally
without any problem for the travel companion
Spain. Would this be possible with the Catalonia
brand?
FM: As long as Spain talks of itself as a monona-
tional reality, the debate will stay open and will
not encourage the emergence of realities we
identify as being obvious. This is the problem
Spain still needs to solve. Does it accept itself as a
plurinational reality or not? If it doesn’t the only
thing it will do is feeding the process towards
Catalonia’s independence as a non-linear or
overnight process but one that for years will be
feeding on that background of infamous fitting,
causing a great loss of energy. This debate should
be locked in some drawer and we should try to
open another one, otherwise we will devote the
political energy just focusing on that and the
global scenario is not there to do this only. In the
coming years, Catalonia will need to know how
to create a drawer in which conflict, the debate
with Spain does not dim, distort or hide the need
of creating this idea of identity for the future
Enric mentioned referring to the idea of Manuel
Castells, which is probably the one allowing to
set up an own and powerful dynamics perceiving
the nation as something more than a claim, as a
real, every-day hard fact.
Mr Mascarell thinks that «21st
century Catalanism is state-minded,
what we want is an efficient state. 
And if the Spanish state cannot be
efficient, we all will demand an
independent state. This is the
discussion.»
I believe that the way to do this is focusing
all the discussion energy on fitting Catalonia into
Spain in creating an efficient state for the Cata-
lans. I think we rather need to talk of an efficient
state and less of what it means to be or not to be
a nation. An efficient state is what the Catalans
demand.
To put it simple, Catalanism has had three essen-
tial moments during its history: the first was 150
years ago, when Catalanism was identified with a
certain cultural claim; the second was in 1900,
when it identified with «we are a nation»; and
the third is now, at a point at which we recovered
a cultural tradition, we are a nation and very little
people challenge this view, but we also need an
efficient state appropriate for the moment we are
living. 21st century Catalanism is state-minded,
what we want is an efficient state. And if this
state cannot be shared, it will be one of our own,
but the model of ambiguity is of no service. Cata-
lans have been historically anti-state-minded as
the state was far from the bourgeoisie and the
proletariat. The state was the cudgel. Now we
know that what is collectively claimed is an effi-
cient state. And if the Spanish state cannot be
efficient, we all will demand an independent
state. This is the discussion.
EM: I agree with this analysis, but perhaps I am
a bit more sceptical about the shared state.
There is a starting point, which is that Spain has
closed up in the last eight years. The most
intransigent Spanish nationalism that took
shape with Francoism thought it could liquidate
Catalonia in three ways: liquidating Barcelona so
it could not challenge Madrid as a capital, liqui-
dating the language and liquidating the industry.
They were unable to deploy it, but this is the
way they were thinking. This has improved in
democracy, although there has been a recentrali-
sation process unheard of in history. Madrid
concentrates much more industrial and financial
density than it used to. But in this process,
Barcelona has escaped. The Spanish state has
not enhanced Barcelona as a capital but
Barcelona had the ability of getting around this.
Now the challenge of the Catalan city is to
define a project for the future demanding state-
hood. I come back to the initial thesis: this can-
not be done without going for Barcelona being a
capital and very strongly for Catalonia city and
the leadership in Europe of this utmost dynamic
economic region.
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Catalonia has it all to develop big cultural indus-
tries based on creativity, industry and identity. We
are in a very good position. We can go for all
these areas. The core is audiovisuals, so we
should go for creating an audiovisual cluster
allowing to produce exportable contents, that we
can talk to the world of our reality. It is a perfect
industry for us and links to a multilingual tradi-
tion we need to go for. Let’s stop thinking of
migration as a problem and start thinking of the
opportunity it provides us, let’s start thinking that
we are a country where more than 200 languages
are spoken and needs to go for a radical choice.
Let’s stop talking of bilingualism, let’s overcome
this discussion and approach a reality in which
the language scheme is made of three languages
minimum, where we are very open to fostering
translation industries related with audiovisuals
and ICT. I back up Ferran’s idea that besides bio-
medicine, cultural industries may also be consoli-
dated. This can give us an international profile.
All this seems very nice as an intellectual de-
bate, but it needs to be created. Let’s have a
look at the world, at what is around us. Think of
Finland and you see Nokia, a symbol of the well
built welfare state, permanent innovation, a so-
ciety able to change its industry quickly. Think
of Sweden and you see the same: Volvo, Saab,
companies symbolising what the country is
about. Here we are permanently talking of na-
tion, but the Catalonia’s clearest international
symbol as a brand value is an individuality: I re-
fer to the likes of Ferran Adrià and Barça. Isn’t
this debate a bit distorted?
FM: Yes , it is, but let’s not look at things from the
peak. All that has happened with biomedicine is
not random. It’s small decisions taken with a nar-
row strategic scope out of the will of a few peo-
ple. What may occur with the synchrotrone won’t
come out of the blue, nor what may occur with
academic analysis, and here I forgot to talk about
all that is related with high education. We have
business schools that are a brand, but what
Andreu Mas-Colell did with them could have
very important consequences. You say the most
important brand is Ferran Adrià. Yes, it’s true, but
will that do?
This is precisely what I was asking.
FM: How are the big brands created? Making
many Ferran Adrià. Not creating them, but
giving them opportunities. As Enric said,
there are few places in Europe that can com-
pare to Catalonia’s audiovisual production
capacity, and not for local but international
consumption. I conceived a little silly thing
thirteen years ago, which was Barcelona
Plató, when fourteen films were shot in
Barcelona. Last year, and I say it because I
wasn’t around anymore, Barcelona Plató was
managing 980 shootings from all over the
world. Simply because there is an office
looking after it, a place with light and a city
with all possible settings and architectures,
the hills just off the door, a desert very close
by plus an airport and an industry around
that is competitive enough.
«The challenge of Barcelona is to
define a project for the future claiming
statehood», Mr Marín says.
These almost thousand shootings were done here,
but postproduction was done in London. Why?
Because we didn’t tell them that it can be done
here, we didn’t show this to them and we didn’t
create the tool to do so. Hence the future is a thing
that can be built, otherwise we wouldn’t do it.
Who must we learn from? In post-Francoism,
Barcelona was the Spanish literary and publish-
ing capital…
FM: The publishing industry is a good example, I
always put it. It came up because some foreigners,
mostly Germans, came here looking for a discreet
European city allowing to print without too many
problems, and they set up the first presses close to
Plaça Sant Jaume, those Don Quixote discovered.
Why did they do it? Because there was a discreet
environment, there was no king here, no emperor
nor any big church authority preventing things
from working reasonably, so the first books of
these Germans who settled in an environment of
certain intellectual openness were published here.
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This led to the creation of the Catalan publishing
industry that culminated in the first newspaper
published on the continent, the Diari de Barcelona.
Here were the world’s main publishing houses in
Spanish. Half of it has gone lost and moved to
Madrid. Why? Because Madrid got things right
and we probably felt alright with what we had.
We even have played a somehow silly game with
publishing in Catalan and Spanish.
But this is not in publishing only. Navarre took
the leadership in renewable energies…
FM: It’s the same thing. A publishing house is the
spine of cultural tradition in the widest sense of
culture and industry. The natural consequence of
it is audiovisuals as publishing has audiovisual
production as a natural extension. If this is con-
tinued with conviction, things like these are done.
The new generations need to know that either
they design the country they want or nobody will
give it to them. Rather the opposite. It has to be
said, we play this card, this or that…
If Catalonia goes for urban design, there is a model
exportable to the whole world. Barcelona is a great brand
to sell to the world. There are hundreds of jobs behind
that. There are many cities in the world that looked at the
Barcelona model, and the same occurs with architecture.
At the last elections to the College of Architects, the can-
didate of the three standing who got less votes was the
one preaching internationalisation. Is it possible today to
do architecture in terms of Catalan territory only? No,
definitely not. This is obvious. Architecture is a universal,
global profession. To do it here you need to have several
workshops, the model of an artist, single, independent
architect doesn’t work anymore. This is the change of
mindset we need to reach. However, I think it’s not the
president of the Government who has to come and tell:
look, this is the recipe. This is up to civil society.
How much does civil society need to contribute
towards creating a country brand and how much
public authorities?
FM: The role of public authorities is to enable
civil society to define the brand. Like creativity,
design and the country, the brand needs
to be built out of the society. What public
authorities need to do is to provide opportunities
for this to happen.
«The role of public authorities is to
enable civil society to define the
brand», Mr Mascarell asserts.
EM: And to do a diagnose, because if there isn’t
any you neither can do the adequate promotion
policy. The issue is if this diagnose is right or
not. I think that many things have been done
in the last years, and I am not talking of the
three-party coalition years only. We were talking
of biomedicine before, and there was a key
person, namely Andreu Mas-Colell, who had a
set of initiatives the result of which can be seen
today. Public authorities have done many things,
many in the right direction, but politicians and
civil society haven’t provided any future story,
there isn’t any.
FM: I agree, and to be fair, there are two key
persons in the biomedicine thing, Mas-Colell and
mayor Joan Clos, who perhaps made many
mistakes but not this one. These are good
examples of how to trigger renewal processes out
well planned political will fed by civil society. This
is how a country works well. Jaume Vicens Vives
already explained this as one of the features of
this country, the arrangement between civil
society and the government, an indispensable
way of interacting with a view to the future.
As of now, Catalonia’s prime industry is tourism.
Is the image of the tourist brand that is being
created good?
EM: This is a drive that is being followed slowly.
We have the right diagnose. The tourist industry
in this country consolidated in late Francoism, so
it occurred under the typical conditions of those
times. It has modernised over the last twenty-five
years, but in the last ten attempts have been
made to relate culture and tourism, which is the
key. The mass tourism model doesn’t make sense.
It’s a model hitting harshly on the territory
at an unbearable environmental cost. What is
being done goes into the right direction, but
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it’s a slow process. It’s about taking advantage of
the cultural assets we have.
«Public authorities have done many
things, many in the right direction, but
there hasn’t been any future story», 
Mr Marín says.
We were talking about Barcelona Plató before. If
you compare Barcelona with Paris you see that no
historical films can be shot there because they
have had so much money in the past that when
you see Notre Dame what you see next to it is
not a medieval quarter but one dating from the
18th century as they tore everything down and
rebuilt it again, while Barcelona is a city that
works like an onion: you have all ages
represented there. As Barcelona has never been
the capital of a state, what was done with Paris or
Madrid wasn’t done here. It’s a city built by its
own society as time passed. The same occurs with
Girona, Tarragona, Lleida and Manresa. Cities in
this country have an extraordinary tourist poten-
tial from a cultural consumption perspective. And
not only cities. From Empúries to Sant Pere de
Rodes, there are opportunities to foster value-
added tourism.
All this has been done well so far?
EM: I think it is well focused. It would be 
absurd now to weaken the tourism industry;
what is needed is to reconvert it. The model
needs to be changed and along these lines,
cultural consumption fostered. This also links
with fostering audiovisual industries, it all is
somehow related.
«Agrofood has a chance with quality
production, from wine to the
reputation of cuisine. It needs to be
related with quality and excellence
production that can be done in
Catalonia», Enric Marín states.
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Xavier Salvador, Enric Marín and Ferran Mascarell talk of the complex relations existing between
Barcelona, Catalonia and Spain.
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FM: I am not an expert, but regarding tourism (a
reality that will be growing beyond economic crisis),
the first thing to do is to accept it. This means a first
change of mindset. We cannot be just citizens who
like to be tourists but don’t like that tourists come
over here. We need to understand the presence of
tourists among us as an asset and be able to handle
it. Besides, there should be two or three brand
items. One is the cultural one as Enric mentioned,
the second is to identify tourism and environmental
sustainability. That is, we are still appalled at some
stupidities done with our environmental heritage
with the excuse of tourism. This needs to be fought.
Sustainable tourism is indispensable from the envi-
ronmental point of view. If there is something
destroying tourism this is unsustainability: destroy-
ing the coast or the territory or not managing
certain abusive presence. These items would allow
us to sell a good brand. Catalan tourism needs to
equal culture, sustainability and civic acceptance. We
should replace the concept of tourist by that of visi-
tor; in general, world tourism needs to do so.
EM: It is a key industry for us. Its basic role cannot
be challenged nor its strategic importance given up.
Besides, tourism implemented with an adequate
policy strengthens the Catalonia brand. In this
project in which Barcelona and Catalonia become
the core of an international node, tourism
contributes considerably towards having a port-air-
port axis with increasingly more international con-
nections, which is also crucial for us. If we are able
to do it well, it all adds positively to the brand.
You talked about audiovisuals as a brand image,
but you didn’t refer to agrofood, the traditional
industry, the financial system…
FM: Can agrofood be relevant? Of course it can, if
related to manufacturing logistics. At Mercabarna
(the Barcelona produce wholesale market) they
are implementing biomedical renewal projects.
All these are items for the future.
Is La Caixa savings bank an image of the
Catalonia brand?
FM: It is, but I would say rather in Spain. I think
it is an image within Spain. It certainly allows to
breach the bad reputation Catalonia has in
economic and financial terms, in showing its
ability of having an own financial system.
EM: Agrofood has a chance with quality produc-
tion, from wine to the reputation of cuisine. It
needs to be related with quality and excellence
production that can be done in Catalonia. The
introduction of technology into agricultural pro-
duction plus the reputation of chefs can help.
Why has Seat never named a car Barcelona?
Why do Catalan companies use the Spain brand
when going abroad, even some not needing
subsidies? For market or cultural reasons? To
summarise, does Catalan business lack
commitment with the country brand?
FM: It would require a small quantum leap. Cata-
lan civil society has lacked some commitment
with the country in the last twenty-five years. I
come back to what I said before: the country as a
project for the future. There has been no commit-
ment here. A traditional, somehow historical idea
of what we are has been claimed, but what we
need to do is what we are discussing. Catalonia
has been having a biased starting point for a
quarter of a century, the feeling that history is
over. We got autonomy, now we have home rule,
we have a bit of all we should have, our historical
claims. It seems that we were in the domain of
historical claims, but I think that the second part
is missing. All this is very nice, but history never
ends, we know that. We have seen that the non-
sense claiming that capitalism will be over is not
true, we know that Fukuyama was wrong.
Let’s be clear about ourselves, let’s be aware that
nobody will give us anything. Not even the
Spanish state, which plays against it. And when I
say state, I mean the state apparatus as it is
getting clear that it has its own interests. And
much of Spain’s problems are the own interests
of what we call the state and the political parties
located in Madrid and all those whose business is
set in that environment. Europe hardly knows
what it wants to be. There are people saying:
«Let’s proclaim independence at the Parliament
of Catalonia and Europe will recognise us.» And I
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tell them: «Do you really think that this is how
things work? What Europe will recognise us?
What organisation?»
There has been little commitment by business.
Well, that’s a general attitude. There has been
little commitment by the country in general. I
mean civil society and even politics. We thought
we were done, that nothing else was needed.
A country never ends and we should activate
future scenarios.
EM: The political, financial and industrial
conglomerate created in Madrid has a project of
its own, a set of interests and a concrete idea
of what Spain shall be. It is most graphically
shown in the huge high-speed railway project,
the big Madrid-Barajas airport or having all cities
in the country within three hours reach; that’s
their big project. It doesn’t come out of the blue,
it’s a conclusion. This we need to analyse and
take into consideration.
Regarding the timid attitude of Catalan business
or civil society, we need to think that Catalan
identity is not a thing encouraging that a lot, so
we shall not be surprised if there has been a
certain concealment. This has its effect on the
international image. If you keep your Catalan
identity only for domestic, Spanish consumption,
this concealment will spread abroad. There is
another factor against. Since transition to democ-
racy, the Spain brand has gained much reputa-
tion. I have the feeling that the cycle of prestige,
the Spanish miracle is over. We are now entering
a new scenario in which we either project the
Catalonia brand or we’ll lose a good opportunity.
FM: In 1984, Miquel Roca wrote an article saying:
«The day Spain is truly democratic, a more devel-
oped and balanced country, Catalan claims will
cease, they will be accepted like ripe fruit,
everybody will understand the Catalan differ-
ence.» He wrote this thinking that this would
allow Spain to identify itself as what it is: a
plurinational country. This Spain has thus
contributed to creating the brand as a country
moving from dictatorship to democracy, a back-
ward country become modern. These brand items
are recognised internationally. We Catalans con-
tributed to it as we shared the idea of this unit,
and Catalans were happy to see that Andalusia
had changed and we had contributed to it with
our taxes, like Europeans have with theirs.
«There has been little commitment
by business, little commitment by the
country in general, the country as a
project for the future», Ferran
Mascarell says.
As Enric said, we are completing a cycle that
doesn’t end as we had planned, we in general.
We had planned that the 1978 cycle would end
with a new Autonomy Statute, with a reformula-
tion under the influence of the 1978 spirit, the
coup of 23 February 1981, that balance. While this
occurred in Catalonia, a new, much prouder and
cheerful Spanish nationalism came up in which
Catalonia stopped playing its vanguard role it
used to have historically. Progressive Spanish
nationalism had settled in certain Catalan set-
tings. Now there is no further need for it. There
has been enough satisfaction so far. Generally
speaking, a considerable part of Spanish nation-
alism has an idea of Spain focused on Madrid as
the centre of it all, one single culture, an interest
beyond symbolic of political and economic areas
feeling comfortable with Spain focusing on that
Madrid-based cultural centralism. This is the new
reality the Spain brand sets forward. The impact
of the crisis will eventually throw back this brand
and the inability of setting an and to the Catalan
reality by means of Constitutional Court rulings is
putting the brand in jeopardy. What is at stake is
not Catalonia, it’s Spain. And this makes the
brand difficult even for Spaniards.
Do you think this is an opportunity for the Cat-
alonia brand?
FM: It shouldn’t. It would be great if our brand
was built out of the country’s own energy with
the support of the state. Otherwise, the energy of
the country will need to find its way and look for
an efficient state.
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EM: Catalonia cannot exist unless it is recognised
internationally. If we aren’t identifiable at
international level we won’t exist. At this global
moment, either you are recognised or you don’t
exist. When the relation is raised, we shouldn’t
talk of the Catalan issue but of the Spanish
problem. Because they have an identity problem
we don’t have. If Spain was an ally in reaching an
international projection of Catalonia, the better.
But if not, it needs to be done in a way that
makes it possible. We cannot surrender the inter-
national brand as Catalonia would cease to exist.
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